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Abstract

The current study aimed to identify the extent to which the management of
the stores under study were concerned with the main study variables (green
marketing, brand awareness, and market orientation). It also aimed to identify the
extent to which green marketing, as the dependent variable, influenced brand
awareness, as the independent variable, and to mediate market orientation on the
two variables through their dimensions, namely: the dimensions of green
marketing (eliminating the concept of waste, redesigning the product, clarifying
the relationship between price and cost, and making environmental orientation
profitable); the dimensions of brand awareness, as represented by the following:
(brand recall and brand recall); and the dimensions of market orientation, as
represented by the following: (customer orientation, competitor orientation,
internal coordination of functions, information generation, information
dissemination, and information response). From this perspective, the study
problem was clarified through the following main question:

What role does the management of these stores play in promoting brand
awareness of their products through their market orientations?

The descriptive analytical approach was adopted in the study, and its
population was represented by individuals working in the field under study. This
study involved (49) electrical appliance stores in Mosul. A questionnaire was used
as the primary tool for collecting data and information. The questionnaire was
distributed to a random sample of (184) electrical appliance stores in Mosul. The
data was analyzed using a number of statistical methods, including the Statistical
Package for Statistics (SPSS V24). The study reached several conclusions, the
most important of which was that the results of the hypotheses of the indirect
effect between the green marketing variable and the brand awareness variable,
mediated by the market orientation variable, showed the presence of an indirect
effect, i.c., partial mediation, between the green marketing variable and the brand
awareness variable, mediated by the market orientation variable. Based on the
findings of the research field, a set of proposals can be presented, the most
important of which was the development of innovative marketing strategies to
enhance the value of green products, highlight the environmental benefits of these
products, and offer additional benefits to regular customers to increase customer
interaction and enhance loyalty.

Keywords: Green marketing, Brand Awareness, Market Orientation,
Electrical Appliance Stores, Mosul City
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